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Smith, R P and A J K Watson 
11 1, pp 11-19 


Quality of life research 
Headey, Bruce 11 2, pp 56-56 and 
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Notes for contributors 


The nature of contributions 

1 European Research welcomes 
full length papers and shorter items 
in the broad fields of marketing 
research and opinion § research, 
aimed to be of interest to decision- 
makers and research users in these 
fields rather than only to specialists. 
Contributions may cover a wide 
variety of subjects, from theory or 
fundamental research case 
studies and from business-oriented 
research to opinion and attitude 
research for non-profit organisa- 
tions. 

2 Previously unpublished material 
is preferred. If a contribution to 
European Research has_ been 
published elsewhere, this should be 
stated and authors should also note 
whether permission been 
obtained from the original publisher 
for it to be reprinted. Authors 
should also indicate whether a 
contribution has been offered to 
other publications. 


Preparation of contributions 
3 Contributions may be submitted 
in any European language, but 


preferably in English, German or 
French. Authors intending to write 
in a language other than English are 
requested to submit a summary in 


the language of their choice before 
commencing work on their full 
paper. 

4 There is no absolute limit to the 
length of contributions but items 
intended for publication within a 
single issue should preferably not 
exceed 6,000 words, 

5 Contributions should be type- 
written, on one side of the paper 
only, double spaced and with ample 
margins. Two copies should be sub- 
mitted and authors should always 
retain one further copy themselves. 
6 Contributions should commence 
with a summary of approximately 
200-300 words. The summaries of 
papers accepted for publication will 
be printed in English, French and 
German. 

7 Tables, graphs, diagrams and 
other illustrations should be sub- 
mitted on separate pages, clearly 
titted and with the approximate 
position in which they are to appear 
in the text indicated. All illustrations 
must be in a form suitable for repro- 
duction; Xerox copies or similar 
photocopies are not acceptable. 

8 Footnotes should be kept to a 
minimum and submitted separately, 
numbered in the sequence in which 
they are referred to in the text. 

9 References should be listed 


separately, numbered and comprise 
an author’s last name, followed by 
their initials and the year of publica- 
tion, in brackets. Additionally, for 
references to books, the listing 
should include the title of the work; 
the name(s) of the editor(s), if any; 
the place of publication; and the 
publisher. For articles from journals, 
after the year of publication should 
follow the title of the publication; 
volume number; issue number (if 
any); and page reference. Examples 
are: Holmes, C (1978) ‘Multivariate 
analysis of market research data’ in 
Consumer Market Research Hand- 
book R M Worcester and J 
Downham (eds). London: Van 
Nostrand Reinhold; Peters, M U and 
Zeugin, PG (1978) ‘Opinion re- 
search, official statistics and social 
indicators’ European Research 6, 4, 
pp 145-153. 


Payment 

10 The publishers of European 
Research will remunerate authors of 
articles accepted for publication at 
the rate of £8.00 per printed page, if 
the manuscript was submitted in 
English or at £4.00 per page if 
submitted in any other language. 


Address for contributions 
Michael Brown, Editor, European 
Research, 76 Beckwith Road, 
London SE24 9LG, England. Tel: 
01-737 2617. Telex: 8811363. 


